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There has been some debate as to whether a country can be rebranded because of the popular feeling 
that a country is something that has a nature and a substance other than that of a corporation. In other 
words, corporations change, merge, divest, reinvent and rebrand themselves but nations do not 
change. However, there are some good examples of countries which have successfully branded 
themselves to create and convey a vivid image of themselves are: "Incredible India" and "Truly Asia" 
for Malaysia – capturing the essence of these countries. 
This paper discusses the concept of branding Mauritius, focusing on the central question of what is 
being branded and whether this is something that we need. For many people, Mauritius has been 
known by the slogan “You gather the idea that Mauritius was made first and then heaven, and that 
heaven was copied after Mauritius” (Mark Twain).  The new logo and tagline unveiled recently, is 
based on the mystical mountain Pieter Both and incorporates the four colours of the national flag that 
symbolize the island‟s harmonious diversity. The slogan chosen is: “Maurice – C‟est un plaisir” or 
“Mauritius – It's a pleasure”.  
The new slogan is short and simple, but a lot of criticism has been leveled against it. “It‟s a pleasure” 
may also have negative connotations - implying sexual tourism. Overall, „C‟est un plaisir‟ has also 
been criticised for being ambiguous and does not distinctly differentiate itself from other Indian ocean 
islands like Seychelles, Maldives, Comores which may have many similar characteristics. Key 
challenges and how Mauritius needs to differentiate itself from other neighboring small island states 
are discussed. More research is needed to establish if the branding strategy has been an effective one.  
 





Ritson (2010) states that countries are countries not brands, "I may have a hammer, but it 
doesn't mean every problem is shaped like a nail". Ciegan (2010) however, argues that 
although conceptualising a country as a brand may not a simple exercise, there is a need for 
countries to communicate their unique and compelling stories, across sectors from tourism to 
investment, from their social policies to their economic vision. He further argues that it is no 
coincidence that in any country ranking, "first world" nations outrank "third world" countries: 
if you write the rules, you will favour yourself  and the principles of ranking can be flawed as 
in the case of Standard & Poor's re-ranking of economic powerhouses following the 
meltdown. But, the process of analysing, evaluating, positioning and communicating a 
country's cultural, historical and economic assets is a valuable and necessary step in building 
and consolidating a reputation beyond simple stereotyping. It may be useful to think of some 
of the smaller countries almost as large internationals. Gilmore (2002) argued that 46 out of 
the largest economies of the world today are companies not countries. Conversely, we can 
think of the running of the countries as being no different from the running of a large 
company and therefore apply brand thinking to these countries with the potential of these 
countries to eventually gain a niche position in the global arena. A nation that does not 
proactively engage in branding runs the risk of being positioned anyway by its competitors, 
and the media, and most likely to its disadvantage, therefore making it more difficult for the 
nation to control its economic destiny.  
 
 
2. LITERATURE REVIEW 
 
2.1 Benefits of a nation branding strategy  
 
Baker (2007) argues that creating a brand that is going to stand out from competitors, 
resonate with customer needs, and gain the support of local stakeholders requires patience, 
vision, collaboration, and strategic thinking. There is no “silver bullet” or one-size-fits-all 
solution or process that can quickly deliver a country‟s brand strategy. A branded approach 
should introduce focus, message consistency, and provide the leadership to unite community 
partners and become the focal point to add value for customers through the city‟s combined 
marketing efforts. A well crafted brand strategy should provide long term direction to present 
it as a place with compelling advantages over other similar places. Achieving this requires a 
comprehensive strategy that runs much deeper than an attractive logo, advertising theme, or a 
tagline. 
 
Some of the key benefits of a country brand strategy include: 
 Aiding easy recognition and simplifying decision making for consumers. 
 Strong positioning that clarifies what the place stands for and how it is different. 
 A management and organizing framework to ensure consistency across all 
communications and experiences throughout the critical points of contact with 
customers. 
 An „umbrella‟ that provides leverage and impact through a unified and collaborative 
marketing approach for partners. 





2.2 Can a country be branded - Spain’s and some other countries’ success 
 
People who question whether a country can be branded or repositioned can consider the 
example of Spain. Some other good examples of countries which have successfully branded 
themselves to create and convey a vivid image of themselves are: "Incredible India" and 
"Truly Asia" for Malaysia – capturing the essence of these countries. 
Some thirty years ago, Spain was suffering from the effects of having been under the 
dictatorship of the Franco regime. It was isolated, poverty stricken and not really part of 
modern Europe. Its tourist industry was largely based on low cost, low value-added package 
tours. Today, it has transformed itself into a modern European democracy with much-
improved economic prosperity, the destination of choice for holidays, second homes, 
retirement homes and partygoers anxious to have spent the obligatory summer at Ibiza. For 
the period 1991 to 2000, Spain‟s GDP grew 23.3 per cent. This exceeded that of France, 
which grew by 17.8 percent, and of the Euro zone, which grew by 19.1 percent. The reality 
that is Spain as well as its image and identity has changed dramatically. (Gilmore, 2002) How 
did this happen? argues that Spain is a success story of active repositioning by a country 
involving a national promotional program using Joan Miro‟s sun to symbolize the change in 
the modernization of Spain. This modernization program was accompanied by advertising on 
a national and regional level, the impact of hosting the Barcelona Olympics, the rebuilding of 
great cities like Bilbao and the prominence of actresses such as Penelope Cruz. (Gilmore, 
2002) Spain is often cited as a good example of a successful country branding. It also makes 
it even more important that Spain ensures that the brand is relevant with the passage of time. 
We have seen the effects of the 11
th
 September terrorist attacks on tourism and trade in New 
York City. Spain is suffering the same on a local scale with bomb attacks by the separatist 
group ETA, who are now targeting tourist populated areas such as Malaga in order to make 
their voice heard. If the country is not to backslide or acquire negative associations that will 
tarnish its image, it must act continuously on all fronts to protect its brand.  
 
2.3 Countries as Brands and Products 
. 
As product features are easily copied, brands have been considered a marketer‟s major tool 
for creating product differentiation. Even when differentiation based on product 
characteristics is possible, often consumers do not feel motivated or able to analyze them in 
adequate depth. Therefore, the combination of brand name and brand significance has 
become a core competitive asset in an ever-growing number of contexts. The question then 
arises: can a country be a brand? Is there such a thing as country brand equity? Shimp, et al 
applied the term „country equity,‟ referring to the emotional value resulting from consumers‟ 
association of a brand with a country. Country names amount to brands and help consumers 
evaluate products and make purchasing decisions as consumers are more willing to buy 
products from industrialized nations as a result of country equity. Products bearing a „made in 
Germany,‟ „made in Switzerland‟ or „made in Japan‟ label are commonly regarded as high 
quality, due to the reputation of these countries as top world manufacturers and exporters. At 
the same time, „made in Bangladesh‟ or „made in Myanmar‟ labels may raise doubts about 
the quality of the products due to the low country brand equity.  
 
Olins (2006) argues that the amount of competition that exists between nations to attract FDI, 
tourists and to sell their products abroad is far greater than ever. So these are for purely 
commercial reasons. Mauritius needs branding to attract tourists, FDI, and also to export its 
products. Every nation including Mauritius needs to project that the Mauritius Brand is better 
 
than the competitive brands and is more interesting, is worth more, is better quality, is an 
attractive place to come to. A nation also has to project an idea of itself to its own population, 
to make them self confident, proud and happy about being who they are. A nation also needs 
political influence. A nation has embassies and high commissions. Every nation participates 
in trade fairs, exhibitions and so on. Almost all nations advertise their tourism capabilities 
and potentials. They have national airlines, they have hotels and various kinds of such things. 
What Nation Branding does, is to bring those ideas together in a form so that instead of 
everybody advertising or projecting themselves seperately within the nation there is some 
kind of coherence so that one thing helps another and everything the nation does on the whole 
is seemed to be related with everything else that it does so that if you are talking about FDI or 
exports, that‟s kind of linked in the way Mauritius talks about itself on tourism. 
 
2.4 Unveiling the new logo and tag line of Mauritius 
 
The Country‟s Branding exercise, which had taken 18 months by the firm Acanchi, a 
consultancy firm which led the country branding exercise, was officially launched on October 
8
th
 2009 at the Citadelle, in the uphills of Port-Louis. The logo, "Mauritius C‟est un plaisir” is 
based on the mystical and timeless mountain Pieter Both and incorporates the four colours 
that symbolize the island‟s harmonious diversity. In his speech, the prime minister stated that 
branding exercise will enable Mauritius to enjoy a strong and coherent international image. 
"It is important in today's world to have a strong image that makes the difference.  The 
country branding would highlight the strengths of the country in ways which makes it unique 
and add value to the destination of Mauritius. Mauritius enjoys a true democracy, an 
independent judiciary, a religious and cultural diversity, healthy business environment with a 
stable economy. This environment made foreigners feel at home in Mauritius. The Minister 
of Tourism, argued that “in an environment of information overload, it was necessary to 
provide the island with a brand that differentiates Mauritius from other countries” 
 
 
2.5 Positioning Mauritius in the world – Some key elements: People 
www.gov.mu/portal/goc/tourist/file/brandmtius09.pdf 
 
 Friendly and Efficient -The Mauritian smile is genuine, natural and welcoming. 
Mauritius is an ordered place: modern and sophisticated; a place where things work 
and people can be trusted. 
 
 Gentle and Flexible -There is a spirit of kindness and serenity in Mauritius, from the 
courteous way that people interact with each other, to the warmth of the climate. 
Mauritians are very good at getting on with different people and fitting in successfully 
to different situations and environments. 
 
 Team Spirit and Resourcefulness - There is a strong sense of solidarity and 
teamwork in Mauritius, which comes from a culture of mutual respect and tolerance. 
A unique team spirit flows from an appreciation of the qualities that people from 
different backgrounds can bring to every opportunity. Mauritius has repeatedly shown 
its ability to reinvent itself in the face of changing circumstances. This spirit of 
resourcefulness is practical, open minded, sensitive and flexible 
 
 
 Careful and Sensitive - Mauritians pay great attention and care to fine detail whether 
in manufacturing, tourism, outsourcing or financial services. In Mauritius there is a 
culture of having time for people: time to understand and appreciate others; time to be 
helpful and generous. 
 
 Harmony- Crafting a life that offers an optimal balance between work, play and 
family, and between mind, body and spirit, is vitally important for Mauritians. There 
is a keen work ethic and also a strong capacity for relaxation. This is helped by a spirit 
of tranquility that pervades life in Mauritius. 
 
 Generosity of spirit - Mauritius has a philosophy of helpfulness and sensitivity, 
based on a pervading generosity of spirit. Other countries may be open to business but 
they are not as naturally open and friendly to the individual behind the suit. Other 
countries may offer tourists great service and beautiful hotels, but only Mauritius 
gives people the comfort and acceptance of feeling at home. In Mauritius there is time 
for people, time for family, time for business and time to appreciate life. 
 
 
2.6 Some key elements/achievements of Mauritius 
 
 Mauritius is one of the most business and investment friendly locations in the world: 
15% corporation tax; exemption from customs and excise duties on imports of 
equipment and raw materials; exemption from tax on dividends and capital gains; free 
repatriation of profits, dividends and capital. The Financial Times‟ Foreign Direct 
Investment magazine rates Mauritius as the best destination for FDI in Africa. 
 
 Mauritius has a disciplined and sophisticated workforce. A rapidly developing tertiary 
education sector, a high quality secondary school system and a long-standing tradition 
of high value manufacturing and professional services, has made Mauritius a reliable 
centre for establishing a business. 
 
 Mauritius has been an established centre for international banking and finance for 
over 20 years. Many of the biggest international banks are present in Mauritius. 
 
 Mauritius has a sophisticated road, air and ICT infrastructure that meets international 
standards. 
 
 China has decided to make Mauritius one of its five special economic zones in its 
strategy to develop business in Africa. 
 
 Mauritius has repeatedly shown its ability to adapt to changing economic 
circumstances. In the last few years businesses in ICT, Hospitality and Property 
Development, Seafood and Marine industries, and Medical and Biotech industries 
have been established, attracting significant investment both from local and foreign 
investors. 
 
 Mauritius has a prime geographical position at the heart of the Indian Ocean and 
stands at the crossroads between Asia and Africa. 
 
 
 Mauritius is multilingual including English and French – the two leading languages of 
international business and the two principal languages of sub- Saharan Africa. This is 
combined with a cultural dexterity derived from its unique ethnic composition: Indian, 
African, Chinese, French and British. 
 
 Mauritius has a long-established, independent judicial system. The highest Court of 
Appeal remains the Judicial Committee of the Privy Council in London, UK. 
 
 
          
 The Logo    The Brand Strategy describes the platform for all 
future communications for Mauritius. A new Mauritius Country Brand Logo has been 
created along with a special purpose strapline to be a symbol of the Positioning: 
“Generosity of spirit” and the Proposition: “Mauritius nurtures”.  
 
 
3.0 CRITICISMS OF THE BRANDING EXERCISE 
 
3.1 Narrowly focused slogan 
 
Despite the extensive consultation with all key stakeholders sectors, the branding exercise 
appear to be narrowly focused - primarily from a tourism perspective. The tourism industry 
has no doubt firmly established itself as one of the main pillars of our economy and is likely 
to grow further with the vision of the government to welcome 2 M tourists by the year 2015. 
However, this is a vulnerable industry as witnessed by the recent recession and the epidemics 
like chikungunia and AH1N1 fever – resulting in a decrease in the number of tourists arrivals 
for the year 2009 by 6.4% to reach 871,356 compared to 930,456 for 2008 (CSO, 2010). We 
have to be aware that with these types of events, which are beyond our control, a narrow 
focus and may further limit our scope of capitalising from this branding exercise. 
 
3.2 Fierce competition amongst neighbouring island destinations 
 
There is fierce competition with other small islands like Seychelles, Maldives, Comores from 
the region and other Caribbean destinations which provide fairly similar packages at slightly 
lower costs. Although Mauritius has won several major awards as a tourist destination, it 
hasn‟t been able to differentiate itself distinctly from its competitors –whether to position 
itself as an exclusive destination or appeal to tourists from all the market segments, including 
the lower segments as well, eg backpackers which would be a welcome boost for our SMEs 
involved in the hospitality sector. In 2009, arrivals from France, our leading market 
represented 31.6% of total tourist arrivals and 47.6% of the European market and 23.4% 
(CSO, 2010) from Africa, which indicates that it is focusing mainly on the higher segments. 
The positioning strategy therefore needs to be clearly established. The slogan does propose a 
USP for Mauritius to differentiate itself from its competitors. 
    
3.3 A more encompassing slogan  
 
The chosen slogan is: “Maurice – C‟est un plaisir” or “Mauritius – It's a pleasure”. This new 
slogan is short and simple, and appeals to both English and French speaking nations equally 
 
as Mauritians are generally bilingual. But a lot of criticism has been leveled against it. “It‟s a 
pleasure” may also have negative connotations - implying sexual tourism. Overall, „C‟est un 
plaisir‟ has also been criticised for being ambiguous. It doesn‟t seem to capture the essence of 
Mauritius. The country has been consistently classified as number one for doing business in 
the African region and the gateway to Africa for China and India. These two countries have 
invested massively in Mauritius both in terms of FDI and infrastructure. An alternative slogan 
„Ile Maurice - C‟est un art de vivre‟ or „Mauritius- where living is an art‟ has been proposed 
by Ramsamy (2009) which characterises hard work, discipline and positives attitudes of 
Mauritians. Another one could be „Ile Maurice – ou il fait bon vivre‟ or „Mauritus - Where 
people enjoy living‟ 
 
3.4 Consistent message 
 
Care should be taken to communicate this slogan and reinforce this brand with a consistent 
message. However, on arrival tourists at the airport are welcomed with the slogan „Welcome 
to Paradise‟. We may risk the overpromising and under delivering with such a slogan – the 
converse is also true - if the brand is under positioned, it will not   
 
3.5 Raising awareness of local people so that they deliver the brand promise  
  
Awareness campaigns should be launched across the whole island and training sessions held 
both in public and private sector to ensure that the brand promise is delivered consistently. A 
brand coordinator with a team should monitor the programme to implement it so that the 
brand becomes alive. 
 
4. Concluding remarks 
 
The challenge for destination marketers is therefore to make the destination brand live, so 
that visitors truly experience the promoted brand values and feel the authenticity of a unique 
place. In addition to such compromising of the creative process of marketing destinations, 
destination brand building is also frequently undermined by the short-term approach of the 
tourism organization‟s political masters. A destination brand‟s lifespan is a longer term 
proposition than the careers of most politicians, and destination marketers to stay the course 
and resist making changes too quickly, since it takes many years to establish a brand image, 
name recognition and develop strong awareness of a destination or product. This is why the 
same destinations (Ireland, Spain, etc.) are constantly cited as classic examples of cohesive, 
long-term branding - because they continue to succeed against the odds. The branding 
exercise has attracted a lot of attention from the media and generated a lot of discussion on 
national identity. As to extent to which it is the Mauritian brand is successful, only time will 
tell – but early indications show that the nation is not resonating well with the brand – which 
indicates a need for a strong communication campaign to raise awareness among the citizens 
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